The 
Introduction
The internet that affectied tourism sector like any other sectors (Buhalis and Law, 2008) has led to an increase in the social media usage and users. The internet has also led to diversify and spread the social media tools through facilities provided by Internet. This changed relationships and communication efforts between both consumer and producer, and consumer and consumer (Gay, Charlesworth and Esen, 2007; Hanna, Rohm and Crittenden, 2011; Kietzmann, Hermkens, McCarthy and Silvestre, 2011; Sigala, Christou and Gretzel, 2012; Kim, Lim and Brymer, 2015) .
In the last decades there have been radical changes in the way of registering of travelers and posting travel experiences with the rise of Web 2.0 (Hays, Page and Buhalis, 2013) . For that reason, it is not surprising that Internet has changed basically the way of searching for travel information and the process of travel planning (Morosan and Jeong, 2008) . Travelers can post their experience about travel and their photographs instantly through different social media websites. The blogs, forums, content that created by travelers and called as Electronic Word of Mouth (e-WOM) can spread quickly (Daugherty and Hoffman, 2014) . This has an impact on the decision of potential travelers. According to PhoCusWright, nine out of ten people traveling in cyberspace read the online opinions and comments about tourism products and services (hotel, restaurant and destinations) and they believe these opinions and comments (http://www.phocuswright.com/).
The presence of knowledge and communication technologies with websites and social media offer a wealth of information to tourists about facilities such as locations, general facilities, restaurants (Litvin & Hoffman, 2012) . In addition to this, consumers also post their individual tourism experiences. All ages tourists and travelers increasingly use digital technologies to post and share their travel experience, search and exploring, and plans (Oliveira and Panyik, 2015, 54) .
The consumers can achieve and perform many activities about their accommodation by using social media. Some examples of them are given below (Eryılmaz and Zengin, 2014: 48-49) :
 The consumer can read the content about an accommodation, post a comment from blogs or the authors of the content personally can be he or she.  The consumer can follow accommodation firms from Twitter that the most popular micro blogs, inform simultaneously news related to firm, and communicate with firms one-to-one.  The consumer can exchange ideas with his/her acquaintanceship from social networks and with their connecting people before give a decision to stay in a hotel. The consumer can give decision under the effects of these sharings.  The consumers can have information related to accommodation firm through posted photograph or video on photograph or video sharing websites such as YouTube or Instagram.
 The consumers can join promotions of accommodation firms by being member of fan page of accommodation firms on Facebook, the world's most popular social network.  The consumers can post and share contents such as information, photographs and video related to accommodation firms during their stay with their relatives and fans.  The consumers can use social media as a way of find a solution when they realized that they have been wronged or when they faced with an unpleasant situation. They can use social media to share these problems with administrations of firm, legal authorities, non-governmental organizations or relatives. They can also post and share these problems to warn other people and to take revenge from firm.  In contrast, the consumers can post and share about firm to recommend to others, to reward the firm, to thanks the firms etc. when they satisfied with the behavior and services of firm. Social media will enhance its effect on hotel and tourism sector because social media provide knowledge sharing between the people all around the world and it meet with the tourist needs (Chan and Guillet, 2011: 346) . Social media has become an important tool for not only tourists but also tourism firms. Despite some firms that realized the importance of Social Media Marketing acted as proactive to social media marketing developments, some firms have been left behind these developments (Chan and Guillet, 2011: 346) . According to Magolnick (2010) there are 13 good reasons for firms to prefer social media marketing. These are; social media marketing is free, flexible and multidirectional, it can be easy to use in time, redirect and prompt the users to other important sources, creating a link with social media is safer than buying a link, user segments can estimated, requires less time, enables branding, changes the numbers of clicks off used links, obtain information about users, redirect some users to purchasing, and the future position of the internet will be on social network.
According to marketing strategies in social media news published by Forbes, the marketing strategies in social media are based on visual things instead of texts and they predict that content based on visual things will increase more (DeMers, 2013) . According to Bilton (2003) Instagram create more interaction between consumers and firms when compared with created interaction from both Facebook and Twitter (Elliott, 2014) . The research done by Goor (2012) with 100 photographs belong to 20 different brand have shown that Instagram is an effective marketing tool. Researchers have shown that photographs and videos have impact on consumers' purchase intension (Hautz et al., 2013) and potential value of Instagram for tourism sector. Russell (2010) evaluated effect of social media marketing on hotels in his research named "Evaluate the Effectiveness of Social Media marketing on Hotels". In research he emphasized that social media is a free of charge marketing tool, there can be more feedback to hotels when it used effectively, but at the same time it may has negative effect to hotels when it not used appropriately. Hsu (2012) evaluated the Facebook pages as international electronic marketing strategy of Taiwan hotels in terms of used functions, shared contents, aesthetics, number of monthly average shares, used language and interaction level. According to results of Hsu (2012) research, hotels use Facebook pages as an electronic marketing tool, but they use this function to address domestic market rather than international market. He emphasized that language options should be increased to address international markets via Facebook pages. Although there is an increase in research on the relationship between social media and tourism, the research based on Instagram data is limited in a few numbers. There are some valuable researches on destinations (Özdemir and Çelebi, 2015) and restaurants (Salleh, Hashim and Murphy, 2015) that based on Instagram data. Bayram et al. (2015) examined the official Instagram sharing and posts of hotel firms which chosen as a best hotels of 2015 in Turkey by TripAdvisor with the content analysis.
Methodology
In paper content analysis employed to analyze Rixos Hotel Chains' photographs that posted and shared via Instagram. The chi-square test was performed to reveal the whether there is a relationship between posted and shared theme and types of hotels operating in Turkey and abroad or not. The Mann-Whitney U test was performed to examine the relationship between Instagram profile and posted photographs' themes in terms of location of hotels and types of hotels.
The content analysis is a systemic and repeatable for both visual and textual content analyzes. In this framework, content analysis use to identify data and to reveal the implicit facts that in the data. For this purpose, similar data sets combine together around the themes and specific concepts (Bayram et al., 2015 (Bayram et al., , 1213 .
The qualitative research data can analyze at four steps: coding data, finding the themes, organizing themes and codes, and the identification and interpretation of the findings (Yıldırım and Şimşek, 2008) . The 11 themes identified by Bayram et al (2015) used in this paper. The information about themes is shown in Table 1 . The data used in paper obtained from official Instagram accounts of hotels operating under International Rixos Hotel Chain between dates 20-30 April, 2016. Rixos Hotel Chain has total 27 hotels, 12 of these hotels operate in Turkey and 15 of these hotels operate abroad as of 
Findings
The official Instagram user names of Rixos Hotel Group are given in When it compared, it can conclude that some hotels have high numbers of posting, some hotels have low numbers of posting. The reason behind of this result may be that date of start to use Instagram and frequency of Instagram usage is different from hotels to hotels. According to findings in terms of interaction between consumers and postings of hotels, or in other words, number of like and reply/comments from consumers to postings of hotels, it can be concluded that consumer interact with like rather than comment. The number of like and comment can vary depend on the follower numbers of hotels. The information about types of hotels, locations, type of posting and content of posting of Rixos hotels examined in study are provided in Table  4 . According to this 44% of examined posting belong to coastal hotels and 56% examined posting belong to city hotels. Furthermore, 44% posted photographs belong to hotels operating in Turkey, 56% posted photographs belong to hotels operating abroad.
When type of hotels' postings were examined, it was observed that 6.6% of postings are video and 93.4% of postings are photograph. According to results, a vast majority of posted photographs belong to hotels itself. The 10.8% photographs belonged to consumers are reposted by hotels. According to result it can be concluded that hotels posted their own photographs. 
---------------*Average related with last 20 posts ** Average of total posts
The posted and shared photographs are subjected to content analysis in order to test to main research question of paper, "what types of contents are posted and shared by chain hotels on Instagram?". The results are shown in Table 4 . According to results, Rixos hotels posted and shared photographs (27.6%) mostly related to announcements. Secondly, photographs related to hotel services (13.8%) most posted and shared by Rixos hotels. In the third place, it is seen that the photographs related to food and beverage (13%) are shared. According to finding, the 10.4% of shared photographs are related to outdoors of the hotels, 7.4% of photographs belong to consumers. It concluded that the least posted and shared photographs are related to view theme. Instagrams of Rixos Chain Hotel Group include view of hotel rather than view of city which the hotel is located. Similarly, it revealed that hotels did not post and share tangible heritage of region which the hotel is located. For that reason, analyses were continued with 10 themes.
The results of the relationship between themes of photographs and hotel location whether in Turkey or abroad are shown in Table 5 . According to chi-square analysis that subjected to reveal another research question of paper, "whether there is a significant relationship between shared themes of photographs and hotel location (in Turkey or abroad) or not?" there is a statistically significant relationship between themes of photographs and hotels operating in Turkey and abroad (X 2 =23.240, df=9, p<0.05).
The Mann-Whitney U test is employed to test whether there is significant difference between region of hotel and number of posts, number of followers, number of following, average number of comment and like of posts or not. The results are shown in Table 6 . According to results there is not a statistically significant difference about profile of Instagram based on whether operating in Turkey or abroad (p>0.05). The Mann-Whitney U test is employed to test whether there is significant difference between region of hotel and themes of shared photographs or not. The results are illustrated in Table 7 . According to results there is significant difference about themes of shared photographs based on region of hotels. It concluded that there are statistically significant differences on shared food and beverage (p=0.01) and hotel services (0.008) themed photographs. The hotels operating in Turkey posted more photographs related to theme of food and beverage, whereas the hotels operating in abroad posted more photographs related to theme of hotel services (Table 8) . In research Rixos Group Hotels are classified as coastal hotel and city hotel. Then, the posts are examined based on coastal hotel and city hotel. The frequency distribution about themes of photograph is given in Table 9 .
The Mann-Whitney U test is employed to test whether there is a significant difference between type of hotels and number of posts, number of followers, number of following, average number of comment and like of posts or not. The results are provided in Table 10 . According to Table 10 while there is not a statistically significant difference between coastal hotels and city hotels in terms of number of posts, number of followers, number of following, average number of posts' like; there is a statistically significant difference (p=0.030) between coastal hotels and city hotels in terms of average number of comments. The reason behind the statistically significant difference (p=0.030) between coastal hotels and city hotels in terms of average number of comments is provided in Table  11 . According to Table 11 it can concluded that the followers more commented the photographs belong to coastal hotels than city hotels. The results of Mann-Whitney U test subjected to test whether there is a significant difference between type of hotels and themes of photographs are given in Table 12 .
According to Table 12 , there is a statistically significant difference between shared photographs related to hotel services (p=0.03) and shared photographs related to sea, sand and sun (p=0.00) by coastal and city hotels. It is revealed that city hotels more tend to post and share photographs related to hotel services while coastal hotels more tend to post and share photographs related to seasand-sun (Table 13) .
Conclusion
According to content analysis employed to evaluate the posted photographs of Rixos Hotel, posts generally fall under the 10 themes. It is revealed that Rixos Hotel posted and shared photographs related to announcements more than other themes via social media tool of Instagram. It can be said that these photographs especially related to announcements of hotel events and special day celebrations. Furthermore, the photographs related to hotel services ranked in second place and food and beverage themed photographs ranked in third place. While the photographs themed with city view in which hotel located found as low posted and shared themes by hotels, there is not posted and shared intangible heritage themed photographs by hotels. According to results, Rixos Chain Hotels give more important to announcement themed photographs in order to interact with consumers and attract new consumers.
Another result of the paper is that there is a significant relationship between themes of photographs and hotels operating in Turkey and abroad. According to this, shared and posted photographs themes of hotels operating in Turkey differ from shared and posted photographs themes of hotels operating in abroad. While hotels operating in Turkey have posted and shared more food and beverage themed photographs, hotels operating in abroad have posted and shared more photographs related to hotel services. The result behind the result of hotels operating in Turkey have posted and shared more food and beverage themed photographs can be that cuisine of Turkey is one of the most important ones in the world. According to results, the Rixos coastal hotels more tend to share and post sea-sand-sun, pool, and food and beverage themed photographs; however, Rixos city hotels more tend to share and post hotel services, view, outdoor and indoor themed photographs.
The contribution of visual based Instagram posts that benefits to services to be concretized to interaction efforts of tourism firms with consumers is important. In addition, active social media user of tourism firms can easily identify the desires and expectations of consumers through the both likes and comments of consumers. Each day social media has new active users and more people get the use social media as a marketing tool. For that reason, with being an active user of social media tourism firms can monitor the dynamic trends and changes, and communicate directly with the actual and potential consumers. The active social media user of tourism firms as in the other sectors can be successful. The social media have impact on the purchasing decision of consumers before the trip. Thus, social media can help tourism firms to attract new consumers. Finally, nowadays it is like an obligation for tourism firms to follow developments about knowledge technologies and use social media in order to communicate with consumers and promote their firm in the best way.
